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CASE HISTORY 


AXA-MIDI ASSURANCES 


Situation Analysis: 

Sir James Goldsmith, through his Hoylake Investments Ltd, recently made a 
$20 billion tender offer for BAT Industries. He further announced that should 
the sale be successful, BAT's U.S. insurance subsidiary, Farmers Insurance, 
would immediately be sold to the French company, Axa-Midi Assurances for 
$4.5 billion. 

Axa-Midi, the third largest insurance group in France, eighth largest in Eu¬ 
rope, and 30th largest in world, operates in more than 100 countries, and is 
licensed in 43 U.S. states. 

In order' to purchase Farmers, Axa-Midi needed approval for the change in 
ownership in the nine states where Fanners and its related companies are 
incorporated: Washington, Oregon, Illinois, Ohio, Texas, Kansas, Idaho, 
Arizona, and California. Axa-Midi hired Ruder-Finn International to launch a 
campaign that would assure federal and state legislators and regulators, as well 
as the public and Farmer employees in the nine states, that Axa-Midi was an 
experienced global insurance company that would maintain and expand 
Farmers in the United States by keeping it as an independent company. 

One of RuderFinn's most critical missions was to communicate to a variety of 
key audiences that unlike many recent takeovers, ownership by Axa-Midi 
would be extremely beneficial to Farmers Insurance. 


Solution: 

Ruder-Finn International, in conjunction with RuderFinn's Chicago, Los 
Angeles, New York, and Washington, D.C. offices, developed a comprehen¬ 
sive public relations and lobbying campaign in order to create an environment 
in which Axa-Midi would be granted applications in the nine states. A number 
of strategic steps were undertaken, including: 
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o Regular status/intelligence reports updating the client on the political and 
regulatory environment in all nine states and Washington, D.C. 

o Briefing meetings between the client and representatives of RuderFinn 
with state and federal regulators and legislators, the media, insurance 
industry leaders, and state agents and policy holders. 

o Press releases on every aspect of the campaign. 

o Preparation of a comprehensive media kit. 

o Ongoing contact with trade, local, and national media. 

o Preparation of testimony before state and federal regulatory and legisla¬ 
tive bodies. 

o Organization of several U.S. visits by Claude Bebear, chief executive of 
Axa-Midi, and other members of senior management. Schedule included 
meetings with U.S. Senators, state legislators, regulators, and the media. 

RuderFinn International also managed the entire flow of information on a 
worldwide basis for this cross-border merger. In fact, the agency coordinated 
all of Sir James Goldsmith's media distribution in the United States. 


Results: 

With three days notice and over the Labor Day weekend, RudenFinn ar¬ 
ranged meetings for Axa-Midi's chairman with more than 90 state and federal 
elected officials and regulators. A full page advertisement was written, de¬ 
signed, and placed in 17 newspapers across the United States, giving a clear 
statement of Axa-Midi's position. Through a series of news releases and news 
conferences RuderFinn helped keep the momentum moving in Axa-Midi's 
favor. 

Twenty business correspondents from major U.S. and European publications 
also attended a day and a half media seminar. Regulatory hearings will be 
held in 1990 in the United States, and RudenFinn will continue to coordinate 
international efforts to gain approval of Axa-Midi's application to acquire 
Farmers. 
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CASE HISTORY 

CONFEDERATION EUROPEENNE DES 
PRODUCTEURS DE MATS (CEPM) 

Situation Analysis : 

The Confederation Europeenne des Producteurs de Mais (CEPM), a primarily 
French-based com trade association, had lodged a complaint with the Euro¬ 
pean Commission under the GATT against the United States for exporting a 
subsidized by-product into Europe. For political reasons, the complaint was 
blocked within the administrative process of the European Commission. 

The CEPM was advised by their Brussels lawyers to bring in a public relations 
firm to move the case forward. RuderFinn was asked to mount an informa¬ 
tion program aimed at decisionmakers in the twelve members states of the 
Community. The immediate objective was to persuade the Commission to 
open an inquiry into the complaint, although the ultimate goal was to ensure 
that the issue was given fair consideration in the Uruguay round negotiations. 

Solution : 

That the complaint had been branded a "French problem" made it highly 
controversial in the context of U.S.-European trade negotiations. RuderFinn 
advised the CEPM to broaden the support base. 

Our first step along these lines was to create a European-wide initiative. 
"Fairness in the Grain Trade" was chosen as the theme, and briefing materials 
were prepared in five languages (French, German, Spanish, Italian and Eng¬ 
lish) that documented the economic and political arguments in support of the 
case. These documents were the basis for meetings with public officials and 
representatives from industry and the media in all the pivotal countries. 

Subsequent initiatives have included: 
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o European-wide mailing of a newsletter to all sectors of public 
opinion concerned with the issue; 

o Ongoing monitoring of the media and the political environment; 

o An ongoing media campaign made up of press briefings and inter¬ 
views at various milestones of the campaign; 

o A highly focused mobilization of political support in the member 
states and a series of private meetings and briefings in national capi¬ 
tals and Brussels; 

o The organization of an eleven country tour (in less than a month to 
comply with the review process) for CEPM officials to meet with 
national experts and mobilize local support for the decisive period 
of the issue. 

Results : 

The campaign is still in process, but several major milestones have already 
been achieved. The media campaign, for example, has produced over 50 arti¬ 
cles in nine different countries. More specifically, the first step in the consid¬ 
eration process was accepted by the Commission. 

A unique coalition of pan-European agricultural interests has been formed to 
sustain support for the issue throughout the GATT negotiations. The cam¬ 
paign has been cited as a positive model for information programs in an envi¬ 
ronment that is not familiar with and generally suspicious of "lobbying" and 
other public activities. 
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CASE HISTORY 


CHIVAS REGAL 


Problems: 

Chivas Regal has always been a liquor brand associated with success, and to 
underscore this association, the brand launched the Chivas Regal Young 
Entrepreneur Award program in 1986. For two years, the program achieved 
some press attention, but there was a feeling that the program was losing 
momentum, and in 1988 Ruder-Finn was brought on board to handle the 
project. 

Another pitfall of this program is the resistance of the media -- especially 
broadcast -- to cover the liquor industry, and Ruder-Finn was faced with the 
challenge of creating a program that would receive publicity in the normally 
hard-to-reach media. 

Another area which needed to be confronted was how to handle the three-year 
old entrepreneur awards program sponsored by Chivas Regal. Although 
Chivas was the first to create such an awards program, a host of other compa¬ 
nies have since begun similar programs, so a different news angle was needed 
to stand out in the clutter. 


Solutions: 

First, a national, in-depth research study on values among working Americans 
was conducted by Research and Forecasts, Ruder-Finn's research subsidiary. 
The results of this type of survey often are the basis for media coverage, and 
this was no exception. The results also serve as background material for other 
articles. 
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The results of the survey were announced at a major press conference at New 
York's fashionable Rainbow Room, and over 60 press attended. Several sto¬ 
ries were filed that day and television coverage was garnered for the first time 
in the history of the program. 

In addition, a new twist was added to the awards program itself. The two-year 
old awards program honoring outstanding entrepreneurs was expanded upon 
to encompass the growing trend of volunteerism. A new term - EXTRA- 
PRENEUR- was created by R*F to define entrepreneurs who dedicate their 
business skills to public service in an innovative, unique fashion. 

Those honored with this award will serve as models to the business community 
of how they can mesh their business skills with a social conscience. This 
program is in line with the corporate image of success and The House of 
Seagram's involvement with many public service organizations. 


Results : 

For the first time in the program's history, extensive network broadcast cover¬ 
age was received on stations including NBC, CBS and FNN affiliates. Stories 
ran on "The Wall Street Report," a syndicated business segment, as well as 
various local television news and cable stations nationwide. Radio coverage 
included AP Audio, CBS Radio Network News, ABC Direction Radio Net¬ 
work and Network News, the AMEX Business Report and various interviews 
on local stations around the country. Features on The Chivas Regal Report 
on Working Americans: Emerging Values for the 1990s were carried in The 
Wall Street Journal . The Washington Post and USA Today . Various consum¬ 
er and'trade publications also ran stories and AP, UPI and Reuter's news 
wires all wrote features, which appeared in hundreds of local newspapers. 
Every article, story and feature mentioned Chivas Regal as the sponsor of the 
report. 

The Extrapreneur Awards has also received coverage. Applications are being 
processed and record numbers of applicants are expected. As the program 
continues, and winning extrapreneurs are announced, we expect coverage to 
continue on a national level as well as on a local and regional level. 
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